Customer satisfaction is considered the essence of enterprise success, especially in the competitive online business environment. This study aimed to examine how the selected key factors, i.e., general belief, information quality, website design, merchandise attributes, payment transaction, security and privacy, delivery service, and customer service, contribute to overall satisfaction among the customers of small online apparel businesses in Malaysia. This study used a cross-sectional design and complete data was collected from 765 customers who purchased apparel online at the point-of-purchase. The finding reveals that general belief, information quality, website design, payment transaction, security and privacy, delivery service, and customer service have a positive significant effect on overall satisfaction. In order to sustain in the competitive online business environment, small online apparel businesses in Malaysia should therefore focus on operational strategies on the dimensions of service quality, which would lead to an improvement in overall customer satisfaction.
payment, security and privacy, expected delivery and expected customer service, and thus developed a research model for understanding the perceptions of rational customers at the time of purchase of products through online services.
Literature Reviews

General Belief about Online Shopping
Belief about online shopping has been recognized as one factor that affects people's online purchase. Fishbein and Ajzen (1975) defined belief is an attitude, which refers to a person's favorable or unfavorable evaluation of an object. In other word, it corresponds to the information he/she has about the object. The object of belief can be a person, a group of people, an institution, behavior, a policy or an event, and the connected attribute may be any object, trait, property, quality, characteristic, outcome or event. However, Leen and Ramayah (2011) defined that beliefs are the feeling towards some aspects of the world, which correspond to a person's self-understanding and environment and lead to the person's attitude, intention, and behavior. They added that perceived usefulness and perceived ease of use are two beliefs that determine the likelihood of online shopping as argued by Vijayasarathy (2004) and Yoon (2010) .
Information Quality
According to Chen et al., (2012) , one of the important elements in measuring the success of the information system is by providing good information quality. Lopes and Galletta (2006) also indicate that good content of information influences the consumers' willingness to pay for the products. Wu (2011) conducted a study on sharing quality information in the supply chain. The finding shows that sharing quality information with the buyer impacts its market. In other words, suppliers are required to share information with buyers (e.g in automobile industry) on where the parts have been produced and this sharing of information helps the buyer to know the quality of the part that is being used in the automobile industry. Kim, Hwang and Fesenmaier (2005) estimate that people normally widen their impression towards an object within two to seven seconds. They added that if people do not satisfy at the time they browse the website, they can easily leave the website and go to competitor website. According to Han and Mills (2006) the visual items at the website such as visual appeal and information transfer (e.g. color, logo) and visitor's experience and reliability (e.g. search tool, accurate link) can raise the interest of online travelers to browse the tourism website. Recent study by Chow et al., (2014) which focused on library website designs believes that a library website needs to be easily navigable, including obvious signs that quickly lead the user to the information searched for. Besides, the websites need 25-35 seconds to proof to the users that the information they are looking for is available.
Website Design
Merchandise Attributes
Web merchants who offer a wide range of assorted products seem to be more successful. In addition, Xia et al. (2008) indicated that a wider range of merchandise together with low price could affect customer satisfaction in the context of online setting. Guo et al. (2012) also found that merchandise attributes have significance in determining customers' satisfaction with the online shopping experiences. Syzmanski and Hinse (2000) also concluded that having more choices could be one of the attractions of websites, which in turn leads to satisfaction among online shoppers. Guo et al. (2012) stated that online retailers normally offer many types of online payment (e.g. credit card, payment with cash and telegraphic remittance) and customers normally choose their preferred type of payment not only based on convenience but also based on security. For instance, for cash payment, online retailers offer COD (cash on delivery) when they deliver the product to customers. In other words, customers pay for the product upon meeting with the owner of the business. This is argued by Grace and Chia-Chi (2009) who found that customers used certain criteria to evaluate the usefulness and ease of use for a particular website, including information search, Internet search, Internet subscription and payment methods. Hence, online retailers should make the payment procedure easy to increase the level of customer satisfaction (Grace & Chia-Chi, 2009 ).
Payment Transection
Security and Privacy
Security system is one of the most important issues especially in dealing with the online environment setting. Yuan and Kyounghee (2013) proposed three types of privacy beliefs, which are disposition of privacy concern, online privacy concern risk, and website privacy concern. The finding revealed that there is a positive influence www.ccsenet.org/ass Asian Social Science Vol. 11, No. 16; 2015 on disposition with privacy concern and website privacy concern. Meanwhile, website privacy concern is the predictor of intentions to reveal the information and transact on the website.
Expected Service Delivery
One of the contributions of this study is to differentiate between service delivery and customer service at difference phases. Based on Zeithaml et al. (2002) , having products in stock, delivering the products within the time frame promised and accuracy of service promises are attributes of this fulfillment's factor. They added that delayed delivery may have a negative effect on satisfaction. According to Yang and Fang (2004) , two keys of service quality connected to customer satisfaction are the accuracy of the order fulfillment and keeping service promises. Not simply keeping promises about order delivery, the efficiency of service delivery has also been evaluated by the proper condition of the product (Meuter et al., 2000) and item presentation evaluation The product should be delivered well-packaged and customers will receive the product seen on the website (Parasuraman et al., 2005) . This attribute is difference with the service delivery in post-purchase stage where service delivery is measured after customers have received their products while expected service delivery is measured when customers place their order. This suggests that these elements play a different role at every stage, and the research was planned on this basis.
Expected Customer Service
Similar with expected service delivery, expected customer service is measured at the time customer purchases the product and it is different from customer service where its measure after customer received the products. Expected customer service is more than policies, procedures and responsiveness in handling complaints. It also refers to the return policy, customer's right to change and that problems can be solved. At this stage too, customers are offered many interactive communications with the company. For instance, customers can use the chat room, email, telephone, bulletin board and feedback forms to communicate with the company (Massey & Levy, 1999) . According to Teo et al. (2003) , interactivity features have a significant relationship with the consumers' perceived value. Indeed, Zeithaml (1988) added that customer value has been recognised as the key for businesses to succeed.
Methodology
Population and Sampling
The target population for this study was defined as individuals who purchased apparel online at point-of-purchase through Blogspots and websites in Malaysia. To establish the sample frame, a list of Blogspots and websites selling apparel online was obtained from the Internet. The respondents were obtained from the owners of the online shops. The respondents were approached by the researcher for permission to email the questionnaire online link to them and the researcher assured them that their particulars would be kept confidential and that their particulars would be deleted once the survey was completed. Random sampling was used as this research sought to generalize the results obtained as much as possible from the Internet users who purchased online.
Research Instrument and Facilitating Software
Online survey using the SurveyMonkey platform was chosen in order to collect the data for this study. The questionnaire was developed using a 7-point Likert scale ranging from 1 (strongly disagree) to 7 (strongly agree). Due to the respondents being non-English speakers, translation was done by a language expert. The questionnaire design was straightforward and comprehensible, avoiding ambiguities, estimations and leadings and presumptive questions.
Generalization of Items in Questionnaire
Items for 'general belief' about online shopping were adopted from Hirst and Ashwin (2009), Rajamma and Neeley (2005) and Swinyard and Smith (2003) . 'Information quality' of purchase website was operationalized by the following variables: accuracy, comprehensibility, completeness, and relevance. These items were adapted from previous research studies by Muyllea et al. (2004) . The 'website design' construct was operationalized by website structure, navigation, combination of colours, and ease of use. These items were adopted from Kim and Stoel (2004) and Muyllea et al. (2004) . 'Merchandise attributes' was divided into aspects of purchase incentive and product variety, being adapted from Xia et al. (2008) . 'Security and privacy' issues were considered and adapted from Wolfinbarger and Gilly (2003) .
Items from Kim and Stoel (2004) and Xia et al. (2008) were adapted for 'transaction capability and payment'. The interviews revealed that to satisfy their customers, the owners of the online apparel businesses offered www.ccsenet.org/ass Asian Social Science Vol. 11, No. 16; 2015 customers a minimum deposit requirement, provided many options for payment such as post office remittance, online payment and cash on delivery (COD) and also various options in receiving proof of payment (e.g. email, SMS etc.). These added values are incorporated into the questionnaire in order to appropriately measure the 'transaction capability and payment' construct. 'Expected service delivery' was adapted from Rossiter (2007) and three items were developed and added by the researcher to refine the definition of this construct based on responses from the in-depth interviews. The interviews revealed that the major delivery activities and expectations specific to online apparel retailers in Malaysia were that consumers expect a standard price for a delivery service, expect online apparel retailers to provide clear terms and conditions for delivery service and also expect to be rewarded through this service for purchasing more items. These activities were incorporated into the questionnaire in order to appropriately measure the 'expectation delivery service' construct. The interview's finding also assisted in refining the 'expected customer service' questions offered by Wolfinbarger and Gilly (2003) in their study used in the United States. For instance, the findings from question 2 were extracted into four questions in the survey. Based on the interview's finding, online business retailers offered customers a refund if they were not satisfied with the purchase, guaranteed an exchange if customers were not satisfied with the product, provided online tracking for products, and customers could contact them through many options such as by chat room, email and phone. These findings guided the respondents in the Malaysian context in understanding the referred items.
Summary Of Findings
Respondents Demographic Characteristics
A complete data was collected from 765 customers who purchased apparel online. As presented in Table 1 , among the total 765 respondents, 89 respondents or 11.6% are male. The percentage is much higher for the female respondents, which is equivalent to 676 respondents or 88.4%. Most of these respondents are single (506 or 66.1%), followed by married (243 or 31.8%), and others (16 or 2.1%). , 2010) . This indicates that among the different ethnic groups, a relatively higher proportion of Malay consumers purchase products online compared to other ethnic groups. As per the income, 690 or 90.19% of the total respondents reported that their income is below RM4000; among them 389 respondents' income is below RM2000. With regard to the number of times respondents purchased apparels online in the last six months, 167 or 21.8% respondents reported that they purchased 1 to 2 times only; followed by 267 or 34.9% respondents who purchased 3 to 5 times, 189 or 28.7% respondents who purchased 6 to 10 times, and 142 or 18.6% respondents who purchased more than 10 times. As per how many respondents spend while purchasing apparels online, the highest proportion of respondents (304 or 39.7%) reported that they spent between RM51 to RM150, followed by 156 or 20.4% respondents who spent between RM152 to RM250. A total of 182 respondents or 23.7% respondents spent more than RM250. Table 1 presents the data on how much respondents spent in their last purchase. A total of 583 out of 765 respondents or 76.21% spent less than or equivalent to RM250 only. This indicates that, when it comes to purchasing expensive or high quality apparels, which commonly cost more than RM250, most online consumers may prefer traditional shopping compared to online shopping. Vol. 11, No. 16; 2015 Reliability analysis was performed to test the internal consistency of the dependent variable (consumer satisfaction), as well as the independent variables (general belief, information quality, website design, merchandise attributes, transaction and payment, security and privacy, expected delivery service, and expected customer service). The findings, as presented in Table 2 , indicate that the measurement instruments for each factor are reliable since the Cronbach's alpha values range between 0.801 -0.949 which exceed 0.7 as the recommended value.
Descriptive and Reliability Analysis
As presented in Table 2 , the mean value for the satisfaction measure is 5.339, general belief measure is 5.340, information quality measure is 5.064, website design measure is 5.397, merchandise attributes measure is 4.989, payment transection measure is 5.300, security and privacy measure is 5.092, delivery service measure is 5.185, and customer service measure is 5.1586.
Testing Assumptions
In the absence of the fit test, the probability of the F test statistic (F=6.438) was p = 0.519, which is higher than the chosen 5% level of significance, indicating that a linear regression model is appropriate as it satisfies the linearity assumption. The p value for the Levene's test for equality of variance for dependent and independent variables are presented in Table 4 . As the p values for all variables are more than the chosen 5% level of significance, equality of variances can be assumed. This finding satisfies the assumption of homoscedasticity. The value of the Durbin-Watson statistic ranges from 0 to 4. As a general rule of thumb, the residuals are not correlated if the Durbin-Watson statistic is approximately 2, and an acceptable range is 1.50 to 2.50. The value of the Durbin-Watson statistic is 1.942 (Table 7) , which indicates that the assumption of independence of errors is satisfied. Furthermore, the value of Variance Inflation Factor (VIF) for all variables in the study, as noted in Table 8 , is less than 10 while the Tolerance value exceeds 0.2, therefore satisfying the assumption of the absence of multicollinearity. The correlation analysis presented in Table 5 indicates the association between variables. At 5% level of significance, only one pair of independent variables, 'delivery service' and 'payment transection' are strong and statistically significant (r = 0.720, p <0.01). Table 5 shows that all the other independent variables have a moderate relationship with satisfaction and with each other.
Correlation Analysis
Regression Analysis
The r 2 value, as presented in Table 7 , determines the amount of explained variation in satisfaction (dependent variable) from the eight variables on a range of 0-100%. Thus, the study indicates that the r 2 value after omitting the outliers become better which is 61.7% of the variation in satisfaction and is accounted for through the combined linear effect of the predictor variables, i.e., general belief, information quality, website design, merchandise attributes, payment transection, security and privacy, delivery service, and customer service. As noted in ANOVA (Table 7) , the sum of squares is the total variance (734.552), which includes regression (453.323) and residual (281.229). The total variance is partitioned into the variance that can be explained by the independent variables (regression) and the variance, which cannot be explained by the independent variables (residual). The p-value of ANOVA F-test is 0.000, which is less than the chosen 5% level of significance, indicating a good model fit. This indicates that at least one of the eight variables: general belief, information quality, website design, merchandise attributes, payment transection, security and privacy, expected delivery service, and expected customer service can be used to model the satisfaction among online apparel consumers in Malaysia. Vol. 11, No. 16; 2015 Furthermore, the finding in Table 8 indicates that all independent variables have a positive effect on consumer satisfaction. Among the eight independent variables, a total of seven independent variables, i.e., general belief, information quality, website design, merchandise attributes, payment transection, security and privacy, delivery services, and expected customer service have a significant (at 5% level of significance) effect on consumer satisfaction among online apparel consumers in Malaysia.
Discussions and Managerial Implication
The finding shows that all factors are positively significant to overall satisfaction. Therefore, this study can conclude that all eight variables affect overall satisfaction in the context of online apparel businesses in Malaysia. The finding indicates that general belief, information quality, website design, merchandise attributes, payment transaction, security and privacy, expected delivery services, and expected customer service have a significant (at 5% level of significance) effect on consumer satisfaction. Prior study by Jeon (2009) identified five attributes that affect e-satisfaction such as content of the website, convenience, accessibility, security, and website design. Among the significant independent variables (based on standardized regression coefficients, as noted in Table 8 ), expected delivery services, information quality, and website design have a higher effect on customer satisfaction. The apparel industry should therefore focus more on these three areas. According to Ali, Abu and Azadeh (2013) , if customers do not have any difficulties in accessing the quality of the information through the website, it will lead to their satisfaction towards the website. This is supported by Yuan and Chu (2013) who stated that information quality is found to be an important role in determining customer satisfaction. Besides, Gregory, Wang and DiPietro (2010) believed that the design of the website is associated with consumer perception of the organization and the order at the site. Besides having sufficient information and a good website design, Guo et al. (2012) believes that merchandise attributes play a significant role in whether customers are satisfied or dissatisfied with their shopping experiences. Theoretically, the finding supports previous theory such as The theory of reasoned action (TRA) by Fishbein and Ajzen (1975) where people make decisions regarding on the information available to them and the best immediate determinant of a person's behavior is intent is the cognitive representation of readiness to perform certain behavior. In other words, for instance, information quality provided by the website is reliable and accurate, then this will increase online satisfaction Specifically, this study helps the marketing practitioners in Malaysia to better understand their consumers on what is the best e-service attraction they can offer as well as how to react with it in the online environment. In other words, online retailers must to ensure that their website is well designed for instance easy to use, simple and convenient. As the finding indicate that instead of website design, expected customer service and information quality are other two elements contribute to satisfaction. Taking this into consideration, the online retailers in Malaysia must to ensure that the delivery service they provide must convenience for them and the information provided in the website should be updated regularly. Since this study corresponds with a previous study by White (2010) , which revealed that all the factors have a significant impact on satisfaction -managers should take this into consideration for maintaining and improving their competitive advantage. Olorunniwo et al. (2006) added that managers should plan operational strategies which focus on the dimensions of service quality that boost customer satisfaction which can in turn lead to positive behavioral intentions. If customers are satisfied with the service, they will become loyal, revisit, and recommend to others. Furthermore, managers can use this framework to create benchmarks against which they can evaluate their own website. By doing so, they can identify their competitive strengths and weaknesses from the customers' viewpoints regarding the e-service quality, satisfaction, and intention at the time when customers make their purchase (point-of-purchase).
